present study is an attempt to overcome the difficulties pointed to by Elliott; it Katz et al. (1973) . In their Israeli study, they examined the potential linkages between media-related needs and the audience members' evaluations of the role of the various media in gratifying these needs. This study explored the need gratification derived from the use of television, radio, newspapers, books, and films. Respondents were presented with 35 media-related statements and asked to indicate, for each medium, its helpfulness in satisfying the stated need. The respondents were also asked to specify nonmedia sources of gratification. Among the major findings was the observation that nonmedia sources of gratification, such as family, friends, and holidays, were more helpful than the various media in satisfying important needs. However, the media were said to be useful in gratifying &dquo;escapist&dquo; needs and in providing a means for comparing oneself to others. Television was the least specialized of all the media and was perceived as useful for &dquo;killing time,&dquo; but not necessarily in an escapist manner. Other media had specialized functions with regard to gratifying self-referent needs. For example, &dquo;knowing oneself&dquo; was best served by books while &dquo;self-confidence&dquo; was gratified by newspapers. Needs relating to keeping informed about the world were seen to be best served by newspapers, radio, and television in that order. Finally, the respondents perceived some interchangeability among the various media in terms of the functions served. Thus, there was a circular relationship among the media; from television to radio, newspapers, books, cinema, and back to television.
These findings, however, are for the most part concerned with the perceived functions of the media and, although they are of interest, do not throw any light on the functions that the media may, in fact, serve. They do not show that the audience member actively selects from among the media in accordance with his or her needs. As Katz et al. (1974) Table 1 ).
The 13 needs contained in FI (3, 4, 5, 9, 17, 18, 20, 23, 24, 25, 26, 27, and 29) are those concerned with self and family and friends. The factor appears to incorporate both personal identity needs and social contact needs. The FI needs are among the most important, with a mean rank order of need importance of 9.85.
Factor II is composed of 10 needs (6, 8, 12, 13, 15, 19, 21, 22, 28, and 30) which are directly concerned with society and the world. This factor appears to be an information factor. The mean rank order of importance of these needs is 20.3.
Factor III is made up on 3 needs (2, 7, 20) and needs 1, 24, and 29 have small loadings on this factor. This factor seems to be concerned with hedonistic needs and selfgratification and stimulation. The mean rank order of importance of these 3 needs is 18.3.
Factor IV is composed of only two needs, 14 and 16, although needs 11 and 30 have small loadings on this factor. This factor also seems to be concerned with hedonistic needs, although it appears to be less intellectual and more escapist and insecure in flavor than Fill. The mean rank order of importance of these two needs is 20.5.
These four factors account for 41 % of the variance. The first factor, a social/self factor, is the most important factor and accounts for 22.1 % of the variance. The second factor, the information factor, which is rated as far less important, accounts for 10. Table 5 ). This ships exist between the use of the media and need importance. Although journals, radio, and television are perceived to satisfy certain needs, it appears that they are not specifically selected and used to gratify these needs. These results suggest the possibility that the relationship of media use to need importance is modified by both the diversity of the functions served by the media and the availability of the media. Where the media serve diffuse needs, as in the case of television, radio, and journals, the relationship is obscured. It is also obscure in the case of those media which are widely available and within &dquo;turning on&dquo; distance, as in the case of newspapers, radio, and television. In general, it appears that only for those media where an effort is required to reach them, books (1972) , Robinson (1972) , and Katz et al. (1973) . Similarly, &dquo;diversion&dquo; (McQuail et al., 1972) and &dquo;escapist&dquo; (Katz et al., 1973) 
